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 Grand Canyon TVC Production Ltd. Co., was set up in 2002  (TVC 
abbreviated for Television Video Commercial), which has become one of the top 
TVC producer within Fujian Province. In the past 10 years, the business model of 
Grand Canyon applied, such as utilizing resources and integrating operation, thus to 
nurse a small company through different growing phrases, which is very essential 
and attractive to a small private enterprise. The systematic review and analysis of 
improvement over the mentioned model are urgent and indispensable for Grand 
Canyon’s next stage as a more matured TVC producer. The research tool throughout 
this article is business model theories, which are avant-courier in theoretical and 
empirical application. Evolution of business model from Grand Canyon’s setting up 
has been analyzed by this tool, which has covered its miscellaneous infancy, expert 
status quo and diversification trend. Usually, a business model describes the 
rationale of how an organization creates, delivers, and captures value (economic, 
social, or other forms of value). The process of business model construction is part 
of business strategy. A systematic review and analysis of manager responses to a 
survey defines business models as the design of organizational structures to enact a 
commercial opportunity. Thereby we can use this tool to cover core aspects of a 
business, including purpose, offerings, strategies, infrastructure, organizational 
structures, trading practices, and operational processes and policies. Basing on the 
mentioned business models theories, considering the more and more intellectualized 
media and the more and more powerful private business in China, also the whole 
state’s revenue model transferred from exportation-jack-up to endogenetic growth, 
hypothesis and constructive ideas on perfecting its present business model has been 
described with tailor-made holistic approach. 
 
 This article covers as following: Opened with the background on research, 
describing purpose of research, content and methods of research respectively. Then, 
introduces the popular business models theories, especially a holistic business model 
approach including the threat and opportunity to the company’s business model. 















production to the enterprise’s organization chart and its different growing phases. 
Basing on the selected Mr. ChengYu’s value-system theory, the given condition on 
Grand Canyon’s business model has been analyzed, including foundational 
environment, resources environment and the entrepreneur’s minds and talents. With 
the realistic theory tool, business model of Grand Canyon has been showed and 
analyzed. Its guideline of business operation, key holistic strategies and key partial 
strategies are well explained in details. Also its key resources and advantage are 
exposed, customer value is emphasized, then the business model chart of Grand 
Canyon is pictured. Valuation and improvement over the current business model are 
defined as well with consideration of realistic operation. This article is ended with 
some conclusion and revelation through the composition process. 
 The outcomes of this article are as following: From the realistic management 
lens, the major carriers of Advertisement and Media in China are small-middle sized 
private enterprises, which has been accounted for over 70% among all carriers. 
Grand Canyon is such a typical private enterprise that its business model deserves 
more attention and deliberation, who has been specialized in this industry mixed 
with ideas, arts and commercial marketing for over 10 years. Grand Canyon has 
successfully survived and it will phase into maturation very soon, supposed that it 
can make full use of current qualifications and conditions. So far, it is very sensitive 
for this enterprise since it has encountered growing pain as if a teenager wants to 
prove his adult-ship. Deep insight observation over its business model will benefit 
other carriers that also involve in the industry mixed with ideas, arts and commercial 
marketing, especially in the areas of resources application, business behaviors and 
new products developing, thus to enrich the theoretical research on business model 
for China’s private enterprises. Meanwhile, the analysis and summarization on 
Grand Canyon’s business model will bring benefit to its daily operational 
improvement, especially picture out effective ways to obtain more inspiring 
performance with a holistic processes and strategic synergy. 
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小计 243445 204982 18.76 23405076 20410322 14.67 
国有企业 6975 6627 5.25 2458341 1873993 31.18 
国有事业 8082 7945 1.72 9691209 8695976 11.44 
集体企业 2683 2926 -8.30 279653 382401 -26.87 
集体事业 557 712 -21.77 100974 116571 -13.88 
私营企业 177345 144597 22.65 7142160 5930075 20.44 
个体工商户 29313 23501 24.73 263084 282206 -6.78 
外商投资企业 882 779 13.22 1199947 1203904 -0.33 
其他 17608 17895 -1.60 2269709 1925197 17.89 
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